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Introduction 

During  the  last  two  decades,  the  shift  of  Boston's 
population  to  the  suburbs  and  the  development  of  the 
suburban  shopping  center  have  resulted  in  a  loss  in  Downtown 
retail  sales.   Today,  Downtown,  especially  the  Central  Business 
District  is  more  oriented  toward  its  growing  "captive"  market 
of  Downtown  employees  and  young  residents,  which  has  lessened  the 
impact  of  declining  sales  to  suburban  residents.   In  order  to 
better  understand  the  impact  of  this  captive  market,  surveys 
were  undertaken  of  217  Downtown  office  workers  and  75  city 
core  residents  living  in  new  high  rise  apartments.   These 
surveys  ought  to  determine  how  much  of  their  shopping  was 
done  in  the  CBD  and  in  Back.  Bay,  what  kinds  of  things  they 

liked  to  buy  there,  and  what  they  liked  and  disliked  about 

•  - 

shopping  there. 

The  samples  of  both  office  workers  and  apartment  dwellers 
were  drawn  from  larger  samples  used  in  a  previous  study  written 
up  in  two  BRA  publications:   Boston's  New  High  Rise  Office 
Buildings:   A  Study  of  the  Employees  and  Their  Housing 
Preferences,  July  1974,  and  Boston's  New  High  Rise  Apartments; 
A  Study  of  the  Residents  and  Their  Preferences,  January  1974. 
The  sample  design,  testing  and  administration  of  the  survey 
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were  carried  out  for  the  BRA  by  the  Survey  Research  Program, 
a  facility  of  the  University  of  Massachusetts. 

It  was  not  possible  to  do  an  in-depth  shopping  habit 
survey  which  would  determine  how  much' people'  spent  on  many 
different  items  and  where.   The  interview  had  to  be  no  longer 
than  5  minutes  because  these  people  had  been  "bothered"  once 
before  and  many  of  them  were  at  work.   The  money  available 
also  restricted  the  scope  of  the  surveys. 

The  results  indicate  that  both  the  office  worker  and 
city  core  resident  are  a  very  important  market  for  Downtown 
Boston.   Both  do  a  very  high  proportion  of  their  clothes 
shopping  Downtown,  and  a  healthy  share  of  their  shopping  for 
small  appliances.   Criticisms  of  the  CBD  retail  district 
were  directed  at  the  physical  appearance  of  the  area  and 
parking,  not  the  merchandising  policies  of  the  stores.   The 
Back  Bay  is  seen  as  a  fashion  area,  with  very  high  priced 
items,  and  a  nice  ambiance. 

The  Office  Worker  Survey 
The  Sample 

Two  hundred  and  seventeen  office  workers  were  interviewed 
out  of  a  sample  of  294  picked  at  random  from  the  larger  sample. 
Sampling  procedures  are  described  further  in  the  Appendix.   Of 

these,  170  (78%)  worked  in  the  CBD,  and  47  (22%)  in  the  Back  Bay, 
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Where  They  Live 


City  Core 
Other  City 
Inner  Suburbs 
Outer  Suburbs 
Other 

Total 


The  residences  of  the  respondents  correspond  to  the 
distribution  of  the  larger  sample:   30%  living  in  the 
City  of  Boston,  with  the  remaining  70%  living  in  the  suburbs, 
or  further. 


4 

13 

6% 

53 

24% 

95 

44% 

50 

23% 

6 

_3% 

217 

100% 

Occupation 


Professional 

Managerial,  Sales 

Clerical 

Laborers,  Craftsmen 

Other 

Total 


Sex 


#  % 


48 

22% 

48 

22% 

116 

53% 

1 

5% 

4 

2% 

217 

100% 

#  % 

Female  115  53% 

Male  99  47% 
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Shopping  Habits 

To  determine  what  percent  of  their  shopping  was  done 
in  the  CBD  and  in  the  Back  Say  for  various  items,  respondents 
were  asked  where. they  made  their  .  last  three  purchases  of 
a  particular  item  within  the  past  six  months.   The  results 
show  that  office  employees  do  well  over  50%  of  their  shopping 
for  clothes  in  Downtown  Boston,  mostly  in  the  CBD.   Employees 
do  about  one-third  of  their  shopping  for  minor  appliances, 
radios  and  TVs  in  Downtown,  and  a  lesser  share  of  purchases 
of  furniture  and  major  appliances. 
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To  the  question  "Are  there  any  things  you  especially 
like  to  buy  in  the  CBD?",  clothing  was  mentioned  56  percent 
of  the  time,  and  everything  17  percent  of  the  time.   Similarly, 
66  percent  of  the  responses  to  the  same  question  about  the 
Back  Bay  referred  to  clothing  items. 


Women ' s  Clothes 

Men's  Clothes 

Children's  Clothes 

Other  Clothes 

Non  Specific:   Clothes 

Shoes 

Total  Clothes 

Radio,  T.V.,  Stereo 

Household,  Major  Appliances 

Household,  Minor  Appliances 

Household  Items 

Hardware,  Tools 

Furniture 

Books,  Stationary,  Cards,  Gifts, 

Records  • 

Drugstore  Items,  Cosmetics 
Filenes ' Basement 
Bargains,  Discounts 
Everything 
Other 

Total  Number  of  Items 

Number  of  Respondents       •    117  52 


CBD 

Back  Bay 

16 

4 

5 

3 

3 

2 

2 

- 

31 

21 

9 

6 

66 

36 

1 

— 

1 

- 

12 

- 

3 

- 

1 

- 

14 

9 

7 

1 

9 

•                 ^ 

3 

- 

20 

- 

28 
165 

_8 
54 
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Reasons  for  Shopping  or  not  Shopping  in  the  CBD  or 
Back  Bay 

The  reasons  people  like  to  shop  in  the  CBD  and  in 
the  Back  Bay  differ  considerably.   As  can  be  seen  in  the 
following  table,  the  most  frequently  mentioned  reason  people 
like  to  shop  in  the  CBD  is  convenience.   The.  next  most 
important  reason  is  the  wide  selection  of  merchandise  in 
the  CBD  stores.-   Ai  't^Jk^yt, .3 kii>,  reason  is  the  bargains  found 
in  CBD  stores. 

As  for  the  Back  Bay,  the  quality  of  the  merchandise 
in  Back  Bay  stores  is  the  most  frequently  mentioned  reason 
for  liking  to  shop  there.   Convenience  is  the  next  most  im- 
portant reason.   The  attractive  appearance  of  the  area  is 
also  an  important  factui- 
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Reasons  for  Liking  to  Go  Shopping  in  CBD  (Q.9)  or 
Back  Bay  (Q.13) 


Convenient  to  home 
Convenient  to  work 
Convenient-non-specific 
Total  Convenience 
Good  service  in  stores 
Quality  of  merchandise 
Selection,  variety  of  mer- 
chandise 49  7 
Bargains,  discounts,  price  14  - 
Physical  appearance  ,  -  11 
Habit,  used  to  area  7  - 
Good  parking  . - '  2 
Not  crowded  with  people  -  5 
No  traffic  problems  -  21 
Particular  stores  -  5 
Filene ' s  basement  #  4  - 
Everything                           3               — 

Other  3  1 

Number  of  Mentions         152  68 

Number  of  Respondents  154  55 


CBD 

Back   Bay 

5 

1 

'    3 

4 

61 

11 

69 

16 
2 

3 

17 

Si 
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Reasons  for  not  Liking  to  Shop  in  the  CBD  or  in  Back  Bay 
The  reasons  people  dislike  shopping  in  the  CBD  have 
little  to  do  with  merchandising  policies  of  the  stores, 
and  a  lot  to  do  with  crowded  sidewalks,  traffic  congestion, 
and  parking.   In  the  Back  Bay,  however,  inconvenience  and 

high  prices  are  the  major  reasons  people  don't  like  to  shop 

there. 

REASONS  FOR  NOT  LIKING  TO  GO  SHOPPING  IN 
CBD  (Q.10)  OR  BACK  BAY  (Q.14) 

CBD  Back  Bay 

Inconvenient  33  46 

Poor  service  4  - 

Poor  quality  merchandise  3  - 

Not  enough  variety,  selection  2  1 

High  prices,  expensive  2  27 

Poor  physical  appearance  5    .  - 

Unsafe,  crime,  pick-pockets  '9            .2 

No  parking  27  6 

Too  crowded  with  people  59  - 

Traffic  16  - 

Other                  .11  5 

Number  of  Mentions  171  .  •    87 

Number  of  Respondents  -129  79 


Suggestions  to  Make  the  CBD  and  the  Back  Bay  a  Better  place 
to  Shop 

Suggestions  to  improve  the  CBD  retail  district  were  most 
often  in  the  area  of  transportation  -  improving  parking  and 
traffic  and  transportation  to  the  area  in  general.   Next  were 
suggestions  to  block  off  streets  and  nuke  shopping  malls  down- 
town.  Suggestions  to  improve  the  physical  appearance  of  the 
area  were  also  frequent. 
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Most  of  the'  respondents'  had  no  opinion  about  improving 
the  Back  Bay.   Those  who  did  would  like  to  see  lower  prices 
there.   The  fact  that  many  people  don't  like  the  high  prices  of 
the  Back  Bay  does  not  mean  stores  should  lower  their  prices. 
The  Back  Bay  retail  district  is  known  as  a  high  quality,  high 
fashion, . high  priced  area,  and  this  is  the  market  it  has  chosen 
to  cater  to. 


WHAT  COULD  BE  DONE  TO  MAKE  DOWNTOWN  BOSTON  (CBD)  OR  BACK  BAY 

A  BETTER  PLACE  TO  SHOP? 

Suggestions 

Improve  quality  of  merchandise 

Improve  services 

Wider  selection 

Lower  prices 

Longer  hours  '.. 

Improve  security  in  stores 

Improve  transportation  to  the 

area 
Improve  parking  -  - 

Improve  traffic 
Make  it  less  crowded 
Improve  physical  appearance 
Block-off  streets,  make  malls 
More  and  better  restaurants 
Nothing  can  be  done 
Satisfied 
Other 
Don't  know  or  no  opinion 

Total         234  194 


CBD 

Back  Bav 

2 

'„ 

3 

1 

4 

1 

2 

15 

2 

2 

10 

2 

12 

2 

25 

11 

26 

-  . 

14 

- 

11 

2 

36 

- 

3 

1 

12 

5 

18 

23 

16 

2 

38 

122 
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Cross  Tabulations 

Cross  tabulations  were  run  to  see  if  the  percent  of 
purchases  made  in  the  CBD  and  Back  Bay  varied  with  the 
respondent's  place  of  work,  residence,  income  or  sex. 
Because  so  few  purchases  of  furniture  and  household  items 
were  made,  in  any  location,  the  analysis  will  focus  only  on 
clothing  purchases.   Cross  tabs  were  done  using  the  percent 
of  clothing  purchases  made  Downtown  and  the  actual  number 
of  purchases  made  Downtown.   In  both  cases,  some  patterns 
emerge. 
The  Effect  of  the  Employee's  Work  Location 

Comparing  the  amount  of  shopping  done  Downtown  by 
employees  working  in  the  CBD  to  those  working  in  the  Back  Bay, 
it  is  evident  that  CBD  employees  do  slightly  more  shopping 
Downtown,  probably  because  they  are  closer  to  a  larger  selection 
of  stores.   According  to  the  first  table,  62%  of  employees  working  in 

the  CBD  do  over  50%  of  their  shopping  Downtown,  whereas  47% 
of  Back  Bay  employees  do  over  50%  of  their  shopping  Downtown. 
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EMPLOYEE  WORKS  IN  CBD  OR  BACK  BAY 

CBD  B*ck  Bay 


Percent  of  Clothing 
Purchases  Made  in 
CBD  and  Back  Bay 

0-25% 


25.6% 
43 


13.1% 


27.7% 
13 


25.5% 


Total 


26.0% 
56 


26-50% 

22 

12 

15 . 8% 
34 

51-75% 

13.7% 
23 

25.5% 
12 

16.3% 
35 

75+% 

47.6% 
80 

21.3% 
10 

41.9% 
90 

Percent 
Total 

78.1% 
168 

21.5% 
47 

100 . 0% 
215 

EMPLOYEE  WORKS  IN  CBD  OR  BACK  BAY 


Number  of  Purchases 
of  Clothing  made  in 
CBD  and  Back  Bay 

No  purchases 


1-2  purchases 


3-4  purchases 


5-6  purchases 


CBD 


18 .  5% 
43 


16.3% 
38 


Back  Bav 


23.2% 
13 


12.5% 

7 


Total 


40.8% 

32.1% 

• 

39.1% 

95 

18 

113 

12.9% 

21.4% 

14.5% 

30 

12 

42 

19.4% 
56 


15.6% 
45 


11.6% 

10.7% 

Over  6  purchases 

11.4% 

27 

6 

33 
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Address  of  the  Respondent  •      *  .  " 

As  might  be  expected,  the  tables  show  that  the  closer 
the  respondent  lives  to  Downtown,  the  higher  percentage  of 
shopping  he  or  she  does  Downtown.   Those  living  in  the  City 
do  the  highest  percent  of  their  clothes  shopping  Downtown, 
with  those  in  the  inner  suburbs  slightly  less,  and  those  in 
the  outer  suburbs  less  yet.   (For  the  definition  of  inner 
and  outer  suburbs,  see  the  Appendix.)   The  table  showing 
the  actual  number  of  pur chases  made  Downtown  does  not  show 
such  a  definite  pattern. 

ADDRESS  OP  RESPONDENT 

City  of     Inner      Outer 
Boston    Suburbs    Suburbs     Total 
Percent  of  Purchases 
of  Clothing  made 
Downtown 


0-25% 

29.0% 
18 

17.8% 
16 

34.9% 
22 

26.0% 
56 

26-50% 

3.2% 
2 

25.6% 
23 

14.3% 
9 

15.8% 
34 

51-75% 

12 . 9% 
8 

16.7% 
15 

19.0% 
12 

16.3% 
35 

76-100% 

54.8% 
34 

40 . 0% 
36 

31.7% 
20 

41.9% 
90 

Percent 
Total 

28.8% 
62 

41.9% 
50 

29.3% 
63 

100.0% 
215 
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ADDRESS  OF  RESPONDENT 


. 

• 

••.  ?#•** 

*v 

• 

City  of 

Inner1 

Outer 

Boston 

Suburbs 

Suburbs 

Total 

Clothes  Purchased 

. 

in  CBD  or "Back  Say 

* 

• 

43.0% 

35.0% 

38.8% 

0  purchases 

' 

38.5% 

37 

42 

31 

110 

1-2  purchases 

9.3% 
8 

15.0% 
18 

20.0% 
16 

14.7% 
42 

3-4  purchases 

15.1% 
13 

25.8% 
31 

15 . 0% 
12 

19.6% 
56 

5-6  purchases 

18.6% 
16 

11.7% 
14 

18.8% 
15 

15.7% 
45 

Over  6  purchases 

14.0% 
12 

12.5% 
15 

7.5% 
6 

11.5% 
33 

Percent 
Total 

30.1% 
86 

42.0% 
.120 

•  28 . 0% 
80 

100.0% 
286 

Family  Income 


The  survey  shows  no  significant  difference  between  income 
groups  in  the  amount  of  shopping  done  Downtown.   No  pattern 
emerges  from  the  accompanying  tables.  .  ._.  ._. 
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TOTAL   FAMILY   INCOME 
1972 


$12,000 
or  Less 


$12,001- 
17,999 


Percent   of 
Clothing   Purchases 
Made   in   the   CBD 
and   Back    Bay 

0-25% 


31.3% 


25 


30.5% 
18 


$18,000   or 
Greater 


17'. 9% 
12 


Total 


26.7% 
55 


26-50% 

11.3% 
9 

18 . 6% 
11 

17.9% 
12 

15.5% 
32  ' 

51-75% 

16.3% 
13 

13  .  6% 
8 

19.4% 
13 

16.5% 
34 

76-100% 

41.3% 
33 

37.3% 
22 

44.8% 
30 

41.3% 
85 

Percent 
Total 

38.8% 
80 

28.6% 
59 

32.5% 
67 

100.0% 
206 

TOTAL   FAMILY   INCOME 
1972 


$12,000 
or  Less 

40.2% 
43 

$12,000- 
17,999 

46.5% 
40 

.  $18,000  or 
Greater 

30.5% 
25 

Total 

Total  Clothing 
Purchased  in 
CBD  or  Back  Bay 

0  purchases 

39.3% 
108 

1-2  purchases 

15.0% 
16 

12.8% 
11 

15.9% 
13 

14 . 5% 
40 

3-4  purchases 

15.0% 
16 

16.3%. 
14 

28 . 0% 
23 

19.3% 
53 

5-6  purchases 

15 . 9% 
17 

14.0% 
12 

14 . 6% 
12 

14 . 9% 
41 

Over  6  purchases 

14 . 0% 
15 

10.5% 
9 

11.0% 
9 

12 . 0% 
33 

Percent 
Totnl 

38.9% 
107 

31.3% 
86 

29.8% 
•  82 

loo.  o;s 

275 

V 
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Sex  of  Respondent 

As  might  be  expected,  female  employees  do  more  shopping 
Downtown  than  males.   Not  only  do  they  do  a  higher  percentage 
of  their  shopping  Downtown,  they  also  make  a  lot  more  pur- 
chases Downtown.   Thirty-five  percent  of  the  females  made 
five  or  more  purchases  Downtown,  whereas  only  seventeen  percent 
of _the  males  made  more  than  five  purchases. 


Male 


Percent  of  Clothing 
Purchased  in  the 
CBD  and  Back  Bay 

"0-25%  


27.3% 


27 


Female 

24.3%  " 
28 


Total 


25.7% 
55 


18.2% 

13.9%  . 

26-50% 

. 

15.9% 

18 

16 

34 

17.2% 

15.7% 

51-75% 

16.4% 

17 

18 

35 

37.4% 

46.1% 

76-100% 

42.1% 

37 

53 

90 

Percent 

46.3% 

53.7% 

100.0% 

Total 

99 

115 

214 
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Male  Female  Total 

Total  Number  of 
Clothing  Purchases 
Made  in  the  CBD  or 

Back  Bay 

42.0%  38.1% 


No  ] 

purchases 

58 

59 

39. 
117 

9% 

1-2 

purchases 

15. 
21 

2% 

13. 
21 

5% 

14. 

42 

3% 

3-4 

purchases 

25. 
35 

4% 

13. 
21 

5% 

19. 

56 

1% 

5-6 

purchases 

13. 
18 

0% 

17. 
27 

4% 

15. 

45 

4% 

Over  6  purchases 

4. 
6 

3% 

17. 
27 

4% 

11. 

33 

3% 

Percent 
Total 

47. 

138 

1% 

52. 
155 

9% 

100. 
293 

0% 

Summary  and  Conclusions 

While  the  survey  of  office  workers  doesn't  tell 
us  in  dollars  how  much  they  spend  Downtown,  it  does 
indicate  that  they  do  a  majority  of  their  clothing  shopping 
Downtown,  especially  in  the  CBD,  and  a  good  share  of  their 
shopping  for  T.V.s,  radios,  stereos,  and  small  appliances. 
The  importance  of  this  market  should  not  be  underestimated 
by  retailers.    The  "captive"  market  of  office  employees  is  a 
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« 
real  factor  in  the  performance  of  Downtown  retailers. 

This  survey  rejects  the  notion  of  some  people  that  office 

workers  encourage  the  proliferation  of  too  many  discount 

drugstores  and  little  else.   The  office  employees  interviewed 

in  this  study  do  a  variety  of  shopping  on  their  lunch  hour. 

• 

The  Apartment  Dweller  Survey 
The  Sample 

The  sample  consists  of  74  City  Core  residents  who  live  in 
new  high  rise  apartments.   (See  Figure  1.)   The  sample  was 
drawn  from  a  larger  sample  used  in  a  previous  study  written  up 
in  the  report   Boston's  New  High  Rise  Apartments:   A  Study  of 
the  Residents  and  their  Preferences.   Sampling  procedures  are 
described  in  the  Appendix. 

Marital  Status  of  Respondent 


Single 

36 

Married 

18 

Widowed 

10 

Divorced, 

Separated 

9 

Sex  of  Respondent 

Male 

28 

Female 

44 

Family  Income  Number  of  Households 

$8,000  or  less         '  8 

8,001-12,000  •  12 

12,001-18,000  .   22 

18,001-25,000  10 

$25,001  and  over     "  18 

No  answer  3 


As  can  be  seen  from  the  above,  the  average  family 
income  is  very  high.   (The  1970  citywide  family  income  was 
$9,133.) 

In  summary,  the  sample  reflects  the  population  in  the  new 
high-rise  apartments,  with  a  high  proportion  of  singles 
and  couples  without  children,  making  above  average  salaries. 
Only  one  household  interviewed  had  children. 

Because  of  the  small  size  of  the  sample,  no  cross  tabu- 
lations were  done. 
Where  the  Apartment  Dweller  Shops 

The  City  Core  residents  sampled  here  do  almost  all  of 
their  clothing  shopping  Downtown  (CBD  &  Back  Bay)  and  about 
half  of  their  shopping  for  minor  appliances,  radios,  TVs, 
and  stereos.   Only  1  respondent  had  purchased  a  major  appliance 
anywhere,  so  it  is  difficult  to  draw  any  conclusions.   About 
one-third  of  their  furniture  shopping  was  done  Downtown. 

The  table  on  the  following  page  shows  where  respondents 
bought  the  items  mentioned  above.   The  City  Core  resident 
does  a  lot  more  clothes  shopping  in  the  Back  Bay  than  the 
office  employee,  and  about  the  same  amount  in  the  .CBD. 

The  results  emphasize  the  importance  of  the  City  Core 
resident  to  Downtown  retailers.   Their  impact  is  a  sign- 
ificant one,  especially  in  clothing  and  smaller  items. 
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THINGS  YOU  LIKE  TO  BUY  IN  THE  CBD  AND  IN  BACK  BAY 


Clothing 

Household  items 

Furniture 

Books,  stationery,  gifts,  records 

Bargains,  discounts 

Everything 

Other 

#  Items 
No  answer 

Total 

#  of  respondents 


As  with  the  office  workers,  the  thing  which  people 
especially  like  to  shop  for  in  both  the  CBD  and  in  Back  Bay 
is  clothing.   The  Back  Bay  especially  is  primarily  thought 
of  as  a  place  to  shop  for  clothes,  while  the  CBD  offers  more 
of  "everything". 


CBD 

Back  Bay 

16 

28 

9 

1 

'   1 

- 

3 

16 

3 

- 

10 

- 

_5 

"  _6 

48 

51 

2 

50 

2 

53 

42 

38 

-23  - 

Reasons  for  Liking-  to  Shop  in  the  CBD  or  in  the  Back  Bay 
(Questions  9  and  13) 

People  like  to  shop  in  the  CBD  and  in  the  Back  Bay  for 

very  different  reasons,  as  can  be  'seen  in  the  following 

table.    The  attitudes  of  apartment  dwellers  are  similar  to 

those  of  the  office  employees.   The  main  reasins  people  like  to 

shop  in  the  CBD  are  convenience  and  selection.   The  reasons 

people  like  to  shop  in  the  Back  Bay  are  the  pleasant  physical 

environs,  and  the  quality  of  merchandise. 

CBD  Back  Bay 

Convenience  30  12 

Good  service  -  4 

Quality  of  merchandise  1  13 

Selection,  variety  10  4 

Prices,  bargains           .2         •  — 

Physical  appearance  -  25 

Habit  4 

Easy  to  park  -  3 

Other                   •  __2  3 

Number  of  mentions  -49  66 

Number  of  respondents  -39  48 

Reasons  for  Not  Liking  to  Go  Shopping  in  the  CBD  and  Back 
Bay  (Questions  10  and  14) 

Only  fourteen  of  those  interviewed  had  reasons  for  not 

liking  to  shop  in  the  Back  Bay,  with  seven  of  those  fourteen 

mentioning  high  prices.   In  the  case  of  the  CBD,  more  people 

(39)  had  things  to  criticize.   Criticisms  of  the  CBD  center 

.'around  the  physcial  appearance,  crowded  streets  and  parking 
problems.   The  merchandise  and  prices  there  are  okay,  but 

getting  there  and  the  atmosphere  is  unpleasant. 
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a 

Inconvenient 

- 

6 

Poor  service 

2 

Poor  quality 

2. 

High  prices 

2 

Poor  physical 

appearance 

10 

Unsafe 

2 

Parking 

11 

Traffic 

2 

Too  crowded 

ii 

Number  of  mentions 

54 

CBD  m Back  Bay 


15 

Number  of  respondents        39  14 


Ways  to  make  the  CBD  and  the  Back  Bay  a  better  place  to 
shop.   (Questions  11  and  15.) 

CBD  Back  Bay 

Improve  services  4  - 

Better  quality  merchandise  5  .  — 

Widen  selection          - .  2  1 

Lower  prices  -  2 

Better  transportation  6  - 

Improve  parking  9  3 

Improve  traffic  7  - 

Open  more  big  stores  -  4 

Improve  physical  appearance  9  -  - 

•Block  off  streets,  make  malls  7  - 

Satisfied,  can't  be  improved  8  21 

Nothing  can  be  done  7  - 

Other  _JL  3 

Number  of  mentions  74  37 


When  asked  how  to  improve  the  shopping  areas,  a  signifi- 
cant number  of  respondents  indicated  that  they  were  satisfied 
with  the  Back  Bay  and  saw  no  real  need  for  improvement.   In  the 
case  of  the  CBD,  suggestions  again  centered  around. improving 
the  physical  appearance,   blocking  off  streets  to  make  malls, 
and  improving  parking. 
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Summary  and  Conclusions  ■  '• 

The  City  Core  residents  in  new  high  rise  apartments 
represent  an  important  market  for  Downtown  retailers.   These 
people  do  some  80  percent  of  their  clothes  shopping 
Downtown,  and  a  high  percentage  of  the  rest  of  their  shopping. 
Their  attitudes  toward  the  CBD  and  Back  Bay  are  very  similar 
to  that  of  the  office  workers,  with  the  Back  Bay  emerging  as  • 
a  very  attractive  area  offering  high  priced  goods,  and  the 
the  CBD  a  convenient  place  to  shop  offering  a  wide  selection 
of  goods,  but  in  an  unpleasant  area  which  could  use  a  real 
facelift.    It  is  interesting  that  criticisms  of  the  Central 
Business  District  in  both  surveys  are  not  of  the  merchandising 
policies  of  the  stores,  but  more  of  the  physical  appearance 
and  congestion  of  the  area.   These  are  areas  which  require 
cooperation  with  and  action  by  planning  officials  as  well  as 
retailers. 


APPENDIX  A' 


Report  of  Procedures  and  Results  for 
a  Survey  Study  on  Shopping  Habits  of 
Apartment  Dwellers  and  Office  Employees 
in  Boston 


The  work  reported  herein  was  done  under  contract  with  the  Boston 
Redevelopment  Authority. 


Survey  Research  Program 

A  facility  of 

The  University  of  Massachusetts  -  Boston 

and  the 

JointXlenter  for  Urban  Studies  of  M.I.T.  and  Harvard  University 


Introduction  and  Study  Objectives 

In  the  Fall  of  1972,  the  Survey  Research  Program  (SRP)  carried  out, 
under  contract  with  the  (BRA),  a  survey  of  a  sample  of  residents  living  in 
newly  constructed  apartment  buildings  and  of  employees  working  in  new  office 
buildings  in  the  city  of  Boston.—  The  purpose  of  the  study  was  to  help  under- 
stand better  the  impact  of  recent  construction  and  housing  changes  in  Boston; 
but  some  general  information  was  also  collected  on  use  of  "shopping  and 
residential  facilities  in  downtown  Boston. 

In  the  Fall  of  1973,  further  interviews  were  conducted  with  the  same 
samples  of  both  apartment  dwellers  and  employees  to  obtain  more  detailed 
information  on  retail  shopping  in  the  Central  Business  District  and  the  Back 
Bay  shopping  area  of  downtown  Boston  residents  and  employees. 

Objectives  and  Questionnaire  Development 

During  the  first  meetings  between  the  BRA  and  the  SRP,  the  objectives 
of  the  study  were  discussed.  Two  major  objectives  emerged:  to  obtain  information 
on  where  specific  retail  items .were  purchased  and  in  what  quantity;  and  to 
measure  attitudes  toward  shopping  in  the  Central  Business.  District,  the  Back 
Bay  area  or  shopping  districts  elsewhere. 

The  interview  schedule  was  prepared  jointly  by  SRP  and  BRA  staff  members. 
One  SRP  interviewer  conducted  a  pre-test  of  the  questionnaire  with  12  respondents, 
of  whom  seven  were  office  employees  and  five  were  apartment  dwellers.  The 
average  length  of  the  pre-test  interviews  was  6  minutes.   Some  revisions  were 
made  and  the  final  interview  schedule  is  attached  to  this  report. 

Sampling  Procedures 

The  objective  was  to  obtain  approximately  200  interviews  with  office 

\f   A  description  of  the  sampling  procedures  for  Tlmse  I  is  available  from  the 
BRA  or  the  Survey  Research  Program. 
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employees  and  75  interviews  with  apa-tment  dwellers.  One  hundred  fifty-six 
apartment  dwellers  had  been  interviewed  in  the  first  phase  of  the  study.  The 
likely  loss  of  interviews  due  to  refusals,  people  who  had  moved  or  could  not  be 
reached  again,  was  estimated  at  25  percent.  The  fraction  of  the  Phase  I  sample 
to  be  included  in  this  sample  to  yield  about  75  interviews  was  calculated  as 
follows : 

1   o  ■  The  Desired  Sample  Size 

£      (Response  Rate)   (Total  number  of  Respondents  interviewed 

by  telephone  previously) 

75  7     •  -  ■■—:■.•■--■<- 


(.75)  (142)      10 

This  was  rounded  to  .75.  The  adjusted  sample  size  for  apartment  dwellers  was 
then  (3/4  x  156):   117;  and  three  out  of  four  of  the  originally  interviewed 
sample  was  selected  for  inclusion  in  Phase  II.  Because  of  the  estimated  rate 
of  job  turnover,  resignation,  and  job  transfers,  it  was  decided  that  all  those 
interviewed  in  Phase  I  would  be  included  in  order  to  obtain  approximately  206 
interviews . 

Interview  Results 


Interviews  with  apartment  dwellers  and  office  workers  were  again  conducted 

2/ 

by  telephone.—  Before  any  telephone  contact  was  made,  each  respondent  was 

notified  in  advance  by  letter  that  an  SRP  interviewer  would  like  to  obtain  some 
additional  information  about  their  shopping  habits  (see  introduction  letter 
included  in  this  report). 


2/   Personal  follow-ups  were  employed  in  Phase  I  when  telephone  procedures  did  not 
yield  an  interview.  However,  telephone  numbers  were  available  for  virtually 
all  those  interviewed  in  Phase  I  so  that  personal  follow-up  was  not  needed. 
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Three  trained  SRP  interviewers  received  assignments  of  cover  sheets  on 

'  3/ 
which  was  indicated  name,—  address  'and  telephone  number.  The  results  of  the 

interviewing  are  given  in  Table  1.  The  response  rate,  that  is  the  percentage 

of  those  selected  who  were  in  fact  interviewed,  was  92.8  percent  for  the  office 

employee  survey;  218  interviews  were  completed  of  the  235  eligible  respondents. 

For  the  apartment  dwellers  survey,  the  response  rate  was  66  percent;  74  inter- 

4/ 
views  were  completed  of  the  112  eligible  respondents.—   • 

4 

The  reason  for  re- interviewing  the  Phase  I  sample  was  the  economy  of  not 
having  to  sample  again  and  being  able  to  use  previously  collected  data.  The 
latter  fact  enabled  us  to  keep  the  interview  schedule  very  short.  However,  a 
cost  is  that  the  percentage  of  the  total  population  included  in  the  sample  is 
.reduced  due  to  attrition  between  Phase  I  and  Phase  II. 

For  apartment  dwellers,  78  percent  of  eligible  respondents  were  interviewed 
in  Phase  I.  Those  who  replaced  those  who  moved  did  not  have  a  chance  to  be 
included  in  the  Phase  II  interviewing.  Thus,  in  fact,  only  47  percent  of  those 
actually  eligible  to  be  interviewed  in  the  Fall  of  1973  by  virtue  of  being 
renters  in  newly  constructed  apartments  are  included  in  the  sample.  Although 
we  do  not  know  whether  or  how  much  the  sample  differs  from  the  population  as  a 
whole,  'the  data  on  apartment  dwellers  should  be  treated  with  considerable  caution 
because  such  a  large  portion  of  the  population  is  not  represented  in  the  sample. 

The  data  on  office  workers  present  less  problem  in  this  respect,  as  the 
response  rates  were  high.   Still,  new  employees  did  not  have  a  chance  to  be 
included  in  Phase  II,  and  only  about  70  percent  of  the  population  is  included  in 
the  sample. 


3/   Karnes  were  used  only  to  locate  the  proper  respondent  and  vere  disassociated  from 
•the  interview  as  soon  as  the  interview  was  completed.   All  responses  were 
completely  confidential. 

_4/  A  person  was  no  longer  eligible  if  he  was  no  longer  n  full-time  employee  working 
in  the  building,  in  which  he  was  originally  selected;  or  if  he  had  moved  from  the 
apartment  in  which  he  was  selected. 


-  A  - 


In  both  cases,  the  major  issue  is  that  those  who  left  jobs  or  apartments 
and  those  who  replacedthem  are  not  included  in  the  Phase  II  sample.  Although 
it  is  not  possible  to  know  if  the  shopping  patterns  of  these  people  differ  from 
their  more  stable  peers,  it  is  important  to  keep  this  issue  in  mind  when  inter- 
preting the  data. 

Coding  and  Data  Processing 

The  SRP  was  responsible  for  coding  and  data  processing.  The  code  book  was 
developed  and  three  SRP  coders  coded  the  292  interviews  during  a  -two  week  period. 
Coders  were  independently  checked  at  a  rate  of  one  in  ten,  and  the  coding  error 
averaged  less  than  one  percent  of  the  variables  coded.  Following  the  coding, 
the  data  were  punched  onto  cards.  The  SRP  prepared  a  data  tape.  The  previously 
collected  data  on  the  same  respondents,  mainly  background  information  such  as 
age,  sex,  residential  location,  and  income,  were  integrated  with  the  Phase  II 
data.  Marginal  distributions  and  cross -tabulations  were  produced  from  specifica- 
tions which  were  the  result  of  several  meetings  between  BRA  and  SRP. 


INTERVIEW  RESULTS 


Office  Employee   Apartment  Dwellers 
.  .  Survey  Survey 


Adjusted  Sarnie  Size  \  _  294  .  117 

Non-sample: 

--  Respondent  left  office  because  of  .  . 

job  transfer,  resignation,  retirement  59  — 


--  Respondent  moved 


Eligible  Respondents 
Non- interviews: 

—  Refusals  6  5 
~  Never  at  home                               5                14 

—  Selected  Respondent  absent  2  1 

--  Wrong  phone  number,  number  out  or  order, 

unlisted  number*  0  17 

—  Vacation,  illness  .  .4  1 


Total  N.I.  17  38 


Number  of  Comleted  Interviews  218  74 

Response  Rate  92.8%  66.17, 


*  Some  of  these  respondents  may  in  fact  have  moved. and  hence  the  estimate  of  the 
response  rate  is  conservative;  i.e.  the  percentage  of  those  still  eligible  who 

•  were  interviewed  may  well  be  higher  than  66  per  cent. 


APPENDIX  B 


Classification  of  Suburban  Residences  of  Respondents 


Inner  Western  Suburbs 


Outer  Western  Suburbs 


Belmont 

Brookline 

Cambridge 

Arlington 

Newton 

Somerville 

Lexington 

Waltham 

Watertown 


Canton" 

Framingham 

Medfield 

Millis 

Natick 

Needham 

Norwood 

Walpole 

Wellesley 


Inner  Northern  Suburbs 


Outer  Northern  Suburbs 


Chelsea 

Everett 

Lynn 

Maiden 

Medford 

Melrose 

Nahant 

Revere 

Saugus 

Swampscott 

Wakefield 

Winchester 

Winthrop 

Inner  Southern  Suburbs 

Brain tree 
Dedham 
Quincy 
Milton 


Lynn fie Id 

Peabody 

Reading 

Wilmington 

Beverly 

Marblehead 

Stoneham 

Woburn  

Outer  Southern  Suburbs 

Hanover 

Hingham 

Holbrook 

Marshfield 

Pembroke 

Randolph 

Rockland 

Scituate 

Weymouth 


o-J  * 
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APPENDIX  C 


BRA  RETAIL  STUDY 


INTERVIEWER'S  NAME:. 
INTERVIEW  NO: 


INTRODUCTION 


Hello,  my  name  is  (NAME  OF  INTERVIEWER)  and  I  am  working  for  the  Survey 
Research  Program  of  the  University  of  Massachusetts. 

The  purpose  of  this  study  is  to  gather  some  information  about  people's 
shopping  habits.   For  future  planning  of  the  city  of  Boston  it  is  important 
to  know  how  people  feel  about  shopping  in  the  city  of  Boston  and  their  shopping 
"preferences  for  downtown  Boston,  the  Back  Bay  area,  or  other  shopping  centers. 

When  we  ask  about  shopping  in  downtown  Boston  we  mean  the  Washington  Street  area 
and  Government  Center.   And  when  we  ask  about  Back  Bay  we  mean  to  include 
Newbury  Street,  Boylston  Street  and  the  Prudential  Center. 

I  will  only  ask  you  a  few  questions,  and  it  will  not  take  more  than  just  a  few 
minutes  of  your  time. 


TIME  BEGAN: 


AM 

PM 


First  I  would  like  to  ask 
furniture  and  the'  like. 
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you  where  you  went  shopping  for  such  items  as  clothes,  appliances, 


(FOR  FEMALE  R'S) 

G  YES  (How  many  times 
did  you  go  shopping 
and  buy  clothes?) 

NO  OF  TIMES 

G  NO  (CO  TO  NEXT 
ITEM) 

Where  did  you  go 

(the  last 

time  you  went 
before  last  and 
before  that) 

DT 

BB 

ok 

Elsewhere 

la.  Since  last  Jan.  did 
you  buy  any  clothes, 
such  as  dresses, 
slacks,  blouses? 

• 

(Where 
was  that?) 

•' 

1. 
2. 

3. 

G 

G 
G 

•a 

a 

a 

a 

G 

a 

n 

n 
n 

(FOR  MALE  R'S) 

lb.  Since  last  January 
did  you  buy  any 
clothes,  such  as 
suits,  shirts, 
slacks? 

G  YES  (How  many  times 
did  you  go  shopping 
and  buy  clothes?) 

NO.  OF  TIMES 

D  NO  (GO  TO  NEXT 
ITEM) 

1. 
2. 
3. 

G 
G 

a 

a 
a 
a 

a 

G 

a 

G 

n 

(FOR  ALL  R'S) 

2.  Since  last  Sept. 
did  you  buy  any 
pairs  of  shoes? 

CD  YES  (How  many  times 
did  you  go  shopping 
and  buy  a  pair  of 
shoes? 

NO.  OF  TIMES-.   ' 

1. 

2. 

.3. 

G 

a 

G 

a 
a 
a- 

G 

G 

a 

a 
a 
n 

•' 

D  NO  (CO  TO  NEXT 
ITEM) 

"- 

3.  Since  last  Sept. 
did  you  buy  any 
coats? 

0  YES  (How  many  times 
did  you  go  shopping 
and  buy  a  coat? 

NO.  OF  TIMES 

G  NO  (CO  TO  NEXT 
ITEM) 

1. 
2. 
3. 

3 
G 
G 

a 

■._j 

G 

■  "i 
:_J 

G 

m 
in 

- 

n 

4.  Since  last  Sept. 

...:  YES  (How  many  times 
did  you  yo  jihoppina 
and  buy  children's 
clothes? 

NO.  OF  TIMES 

;_;  NO  (:o  70  ::::::t 

11NM1 

1. 

*> 

■  i 

.*  1 

■  i 

i 

.  i 

i 

did  you  buy  ;;ny 
children's  clotlics? 

;  -1 

•- 

3. 

f 
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Since  last  Sept. 
did  you  buy  any 
furniture? 


Since  last  Sept. 
did  you  buy  a 
radio,  TV'  or 
stereo? 


Since  last  Sept. 
did  you  buy  any 
household  appli- 
ances, .such  as  a 
-dishwasher,  stove, 
toaster? 


Q  YES  (How  many  tines 
did  you  go  shopping 
and  buy  furniture? 

NO.  OF  TIMES 

D  NO  (CO  TO  NEXT 
ITEM) 


Q  YES  (What  did  you 
buy?) 


D  NO  (GO  TO  NEXT 
ITEM) 


D  YES    (What  did  you 
buy?) 


D  NO  (GO  TO  NEXT 
ITEM) 


Where  did  you  go 
(the  last  tire 
you  went  before 
last  and  before 
that? 


1.. 
2.. 
3. 


DT 


3B 


D 
D 
D 


Where  did  you  go 
to  buy   the   ( __)? 

1. 

2. - 

3. 

(IF  MORE  THAN  ONE 
PURCHASE  AT  SAME 
PLACE  ASK:  Did 

you  buy  ( and 

etc.)  at  the 

same  time  or  did 
you  make  separate 
trips?) 


Dyes  Q 


NO 


Whore  did  you  go 
to  buy  the  <       "*' 

1. 


3. 


(IF  MORE- THAN  ONE 
.  PURCHASE  AT  SAME 
PLACE  ASK:  Did 

you  buy  ( and 

etc.)  at  the 

same  tine  or  did 
you  make  separate 
trips?) 

[  .1  YES 


NO 


D 

□ 
□ 


D 

a 


D 

D 

a 


a 
a 

D 


a 

D 
□ 


DK 


a 
a 
a 


a 
a 

a 


Elsewhere  (Where 

was  that?) 


D 

a 
a 


D 

a 
a 


a 
a 

P 


G 

a 
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(INTERVIEWER:    CHECK  ANSWERS  TO  Q'S   1-7  FOR  DOWNTOWN) 

8.        Are   there  any   (other)    things  you  especially  like   to  buy   in  dovntown 
Boston? 

Q  YES   (Which  things?) ± 

DNO  " 


9.        Are   there   any  reasons  why  you   (would)    like   to  go  shopping   in  dovntown 
Boston?  •  ■      . 

4 

D  YES    (Which  ones?),. \ 

Dno 


10.   And  are  there  any  reasons  why  you  don't  like  to  go  shopping  in 
'  downtown  Boston? 

DYES  (Which  ones?) __ • 


Dno 

d  don't  know 


11.  What,  if  anything,  do  you  think  cpuld  be  done  to  make  downtown  Boston 
a  better  place  to  shop? 


(INTERVIEWER:  CHECK  ANSWERS  TO  Q'S  1-7  FOR  BACK  BAY) 

12.  And  now  for  Back  Bay  -  are  there  any  (other)  things  you  especially 
like  to  buy  in  Back  Bay? 

DYES  (Which  things?) 

Dko 


■  ,.'  £J*7*  ' 


wc 


:jov  ob    .  r 


■  qo 


i? 


;r:oj-: 


'OY    CJSii 


!.j;:"t  ytu 


tO'rt      170 

;      3  O    .'. .' 


aivasrai  '10  (r  '■; 


1  •   •" 
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13.   Are  there  any  reasons  why  you  (would)  like  to  go  shopping  in 
Back  Bay? 

DYES  (Which  ones?    


Dno 

d  don't  know 


14.   And  are  there  any  reasons  why  you  don't  like  to  go  shopping  in 
Back  Bay? 


D  YES   (Which  ones?)_ 


W; 


•■'  : 


d*>        mmm — t^~ 

D  DON'T  KNOW 

0 

15.   What,  if  anything,  do  you  think  could  be  done  to  make  Back  Bay  a 
better  place  to  shop? 


. 1 1 


,P 


(INTERVIEWER:  FOR  OFFICE  EMPLOYEES  ASK  Q.16 

FOR  APT.  DWELLERS  SKIP  TO  Q.17) 

And  now  for  a  final  question: 


('    f 


■a 


16.  During  last  week,  on  workdays,  how  many  times  did  you  go  out  for 
lunch  in  a  downtown  or  Back  Bay  restaurant? 

D  NEVER 

NO.  OF  TEIES  (END  OF  INTERVIEW) 

And  now  for  a  final  question: 

17.  During  last  week,  how  often  did  you  go  out  far  dinner  in  a  downtown 
or  Back  Bay  restaurant? 

D  NEVER 

NO.    OF  TLMES 


A>1 

x  x .  .-.     .  .  .  ■ .  ..j  .  *  •  ■ 
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